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THE MULTIFACETED LANDSCAPE OF CONSUMER ENGAGEMENT IN SOUTH 
AFRICA 


Exploring the landscape of consumer engagement in South Africa reveals a kaleidoscope of influences shaping 
modern marketing strategies. From the allure of shopping centres to millennials, influenced by a blend of hedonic 
and utilitarian values, to the nuanced dynamics of customer relationship management in small and medium 
enterprises (SMEs), each study in our latest journal offers unique insights. 


In the realm of education, factors driving student loyalty towards Technical and Vocational Education and 
Training colleges are dissected, while the higher education sector grapples with managing online customer reviews 
to enhance satisfaction. These educational insights mirror the complexities faced in retail and service sectors, 
including the challenges of social media marketing for small businesses in the laundry and dry-cleaning industry 
in Ekurhuleni. 


Further, the surge in online grocery shopping in South Africa has prompted a detailed study of consumer 
preferences, strategies, and challenges, reflecting a broader shift towards digital consumerism. This shift also 
resonates in the realm of electronic word-of-mouth, where potential customers’ pre-purchase behaviours are 
scrutinized, offering valuable perspectives for marketers. 


Moreover, the impact of legislation, particularly the Consumer Protection Act in regulating unhealthy food 
advertising, echoes the growing intersection of marketing, consumer protection, and social responsibility. This 
holistic approach to understanding consumer engagement underscores the need for adaptable, informed, and 
ethically grounded marketing strategies in a diverse and evolving South African market. 


As we dissect these varied studies, it’s clear that the South African consumer market is multifaceted and 
responsive to a multitude of influences. From demographic shifts to technological advancements, the factors 
shaping consumer behaviour are diverse and interconnected. As marketers, it’s imperative that we stay ahead 
of these trends, continuously adapting our strategies to meet the ever-changing needs and preferences of our 
consumers. The future of marketing, it seems, lies in our ability to blend traditional marketing wisdom with insights 
gleaned from these evolving trends, crafting strategies that resonate with a diverse and dynamic consumer base. 
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